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This "Research of Commercial Advertising Creativity of <The SHUN PAO> in 
Golden Decade (1928-1937)" is the intersection of the two research areas: modern 
history of advertising and creative research. It analyzes only the commercials 
published on <The Shun Pao>, not including classified ads. The selected period is 
1928-1937, a decade of the fastest economic development in China modern history, 
named as old China "golden decade" by historians. As the first open treaty port of 
modern China, Shanghai had the highest level of market and commodity economy 
development in the cities of China. Facing the fierce market competition, in order to 
increase products awareness, expand product sales and market share, all the domestic 
and foreign manufacturers invested massive manpower, material and financial 
resources in advertising. In this period, commercials developed into unprecedented 
prosperity. And for this particular reason, the research focusing on commercials in this 
period has typical significance for China’s modern advertising history. 
In this research, we adopt content analysis as the main method, and observation 
as supplementary. Sampling time of content analysis is from January 1928 to June 
1937, an interval nearly one decade, randomly selected 20 times, totally 2000 samples 
of commercials. Content analysis coding is set for creative content and form. The 
analysis cuts into 18 areas, including advertising products category, page size, the 
carrier of ideas, the main screen, the screen performance of law rhetoric, geographical 
and cultural elements, and the text figures of speech, the title type, copy type, 
enclosure type, etc, and finally study the level and trends of their creative 
development. After the comprehensive discussion of content analysis, we continue to 
explore some advertising development that can not be covered by coding, using the 
method of extended discussion, to try to completely elaborate the level of commercial 
creative at that time. 
Through this research you can see the distinctive characteristics of the 
commercial creative at that time, in the particular historical environment of 
semi-feudal and semi-colonial society, and the beginning of capitalist commodity 















creative, clear track of development, steady speed of progress, and lots of worthy 
ideas of modern commercial sense which contain many seeds of modern advertising 
creative tactics. 
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时间的选取能兼顾便捷和精确，笔者将后文抽样中的具体时间定为 1928 年 1 月




















                                                        








































































《申报》，1872 年 4 月 30 日在上海创刊，由英国人美查（Ernest Major）和
三位友人共同筹资出版发行的，当时全名为《申江新报》。“申”字常被用来代表
上海，于是就缩写成《申报》。《申报》是上海历史上第二个创刊的中文报纸，是
我国晚清民国时期出版历时 久（1872 年-1949 年）影响 大的中文报纸，具有
很高的史料价值，被称为“近现代史的百科全书”。 
我国近代 早的报刊广告，就出现在《申报》上，且《申报》作为在中国出
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